The intensive development of the retail trade in Poland manifests itself not only in the changing number of commercial chains, but also in the growing diversity and number of retail outlets. City dwellers in particular can choose between private outlets (small community shops) as well as outlets belonging to commercial chains. Depending on their needs, customers may shop in small shops without self-service or in self-service outlets -convenience stores, supermarkets and hypermarkets as well as in a unique form of outlet -discount stores. These outlets compete with each other for customers, adopting different development strategies. Recently, one may observe the very intensive development of two types of shops -convenience stores and discount stores. Among the latter, the competition, even fighting, for customers is huge and clearly visible in the media. Discount chains in Poland are represented by 4 brands: Biedronka (Jeromino Martins), Lidl, Netto (Edeka) and Aldi (Najpopularniejsze sieci handlowe 2016… 2017). The Biedronka chain includes the largest number of outlets in Poland. Changes in the strategy of these chains have caused an increase of interest in investments in big cities, especially Warsaw. At the beginning of 2015, there were more than 100 outlets of the Biedronka chain within the Warsaw area. The Lidl chain possessed only one quarter of this number.
The appearance of discount stores in big cities is noteworthy for several reasons. First, such outlets previously used to be located in small towns or in suburban areas. Second, the process of appearance of discount stores, particularly of the Biedronka chain, is very rapid, and new outlets not only appear in peripheral districts, but also in the historic city centre. This phenomenon may arouse controversies, particularly due to the traditional association of discount stores with an "inferior quality" of shop or a location which is both ugly and not appropriate for a big city centre. Due to the very rapid development of commercial chains in Warsaw and the appearance of shops of the Biedronka chain in a variety of districts, including historic and prestigious locations, the author of the article introduced the term "biedronkisation" of the urban landscape. Taking into account all discount chains as well as the fact that their general number continues to grow, this phenomenon may also be labelled as "discountisation". However, the research conducted by the author focuses solely on the Biedronka chain. This choice has been dictated by several factors:
• the fact that this chain has the largest number of outlets in Poland and in Warsaw; • the most intensive development in comparison with other commercial chains and the increased intensity of development of the chain in Warsaw, where since 2012, four times more outlets have been opened each year than in the period preceding 2012; • the specific nature of changes which took place in the Biedronka chain strategy in recent years, and which impacted the urban landscape. The aim of the research was to present the spatial development of the Biedronka chain in Warsaw. This city was selected due to it having the largest number of outlets of the chain, but it also constitutes the first stage of the research, which will later extend to other cities. However, the current study does not exclude references to other big cities in Poland. The main method used in the work was an inventory of all shops of the Biedronka chain in Warsaw, conducted at the beginning of 2015. In order to show spatial changes in the scope of the chain's trade in Warsaw, the information gathered covered the temporal, spatial, architectural as well as functional context (Table 1) . The article also describes the market context of the "biedronkisation" phenomenon with regard to changes concerning discount chains in Poland, changes in the strategy of these shops, changes in the significance of hypermarkets as well as changes in the attitude of customers to discount chains.
Retail chain and retail activities
Trade and commerce make it possible to realise two of the basic needs of the human communities. On one hand, commerce enables people to fulfil their needs related to the acquisition of goods, including basic ones related to nutrition and survival, along with some higher needs connected with purchasing goods that are not of primary importance. On the other hand, commerce, as one of the services available within the market, provides jobs for many people and guarantees that goods and other services are being circulated in the region, and within the country (deliveries of the goods, orders).
There are many forms of trade, and the basic division assumes that a polarity exists between stationary and nonstationary commercial activities. Among the stationary forms of trade, a shop (store) is the basic economic entity. Stores may also be classified in a variety of ways, one of which is to divide them depending on the way in which the customer contacts the customer service and accesses the goods. Hence, we divide shops into conventional shops and shops in which the purchases are realised through self-service. Self-service stores may also be differentiated. Here, according to the Główny Urząd Statystyczny [The official portal of the Polish Central Statistical Office], we may encounter the following types: supermarket, hypermarket, and a discount shop 1 . Supermarkets are self-service stores with a floor area ranging from 400 to 2499 square metres, offering both food, and inedible products, with the former category being more important (Polish Main Statistical Office). The customers also have a car park at their disposal. The supermarket chains, operating within the Polish market, include the following: MarcPol, Piotr i Paweł, Bomi, Intermarche, Stokrotka, Polo-1 discount shop is not included in GUS definition of trade forms; on account of area of the shop, discount shops are more and more similar to supermarkets market, Tesco, Carrefour et al. (Wilk 2013) . The hypermarket is a larger derivative of a supermarket. Its area exceeds 2500 square metres, while its wares are mainly composed of nonfood products. Hypermarkets that are active in Poland include the following chains: E. Leclerc, Real, Auchan, Carrefour, Tesco, Kaufland and Alma (Wilk 2013 , Gwosdz & Sobala-Gwosdz 2008 .
The discount store is another type of self-service shop. When this type of store is defined, less emphasis is placed on its area, more on the wares offered and the way in which the client is served. The main peculiar feature, differentiating discount stores from others, is based on the low product price strategy, which is related to the fact that such chains also include so called "own brands" in their product range. Customer service is reduced to the bare minimum (cash registers), while the goods are presented in a simple manner, often being placed on Euro-pallets. When discount shops started operating, payment could only be made with cash (with no option of paying with by credit card). Among the discount stores, we may differentiate between two types: hard and soft discount. The former type offers no more than a couple of hundred products, while in the case of the latter, more than 1000 products are offered (Domański 2005) . Nowadays, some discount chains have become similar to supermarkets or convenience shops, and they sometimes possess certain features of a delicatessen. The transition from a traditional hard discount, through soft discount to the modern supermarket-discount may be most visible in the example of the Biedronka chain, and to a significant degree also of the Lidl chain as well. These changes most of all concern the decor of the shops, the visual identification and the range of commercial products offered, which now also includes branded products, health foods or products ready for consumption on-site (Biedronka chce być convenience 2016).
Back in 2014, ca. 355 thousand shops existed in Poland -this is a 0.3% increase compared to 2013. The total sales area of those stores was 34,964 m 2 which was 3.4% more than in the preceding year. The increase mentioned above is related to the size of all types of shop. Referring to the largearea shops, the largest increase was recorded among supermarkets (4.8%), while the number of such shops only increased by 0.2%. The sales realised by super-and hypermarkets, throughout 2014, constituted, in total, 24.2% of total sales, showing an increase of 0.6% (GUS 2015) . However, the hypermarkets as such have experienced a decrease in sales (Hiperproblemy hipermarketów…). Decreased interest in the offer of hypermarkets is caused, among other things, by the intensive development of discount chains, which entails a decrease in distance to the nearest discount store from the customer's place of residence. Currently, the most popular commercial chains in Poland include Biedronka, Lidl, Tesco, Auchan, Kaufland, Carrefour, Aldi, Makro, Selgros and Piotr i Paweł. The first two chains are discount chains (Najpopularniejsze sieci handlowe… 2017).
Discount store chains in Europe and Poland
Currently, four discount store chains are present on the Polish market: Biedronka, Lidl, Netto and Aldi. The Bie-dronka chain (Jeromino Martins) has ca. 2,500 shops all over the country, having an indisputable advantage over the Lidl chain, second in the classification, with ca. 500 shops. The Netto and Aldi chains have lesser significance, having 315 and 75 shops, respectively, located in Poland. All of the abovementioned discount chains are owned by foreign investors, coming from:
• Lidl and Aldi (Germany); • Biedronka (Portugal); • Netto (Denmark).
The largest discount chain in Europe is the Schwarz group -operator of the Lidl chain. These chains include a total of more than 10,000 outlets. The second place belongs to the Aldi chain (Süd and Nord), which in 2014 included 8,166 outlets. The third chain is composed of facilities managed by Edeka, including a total of approx. 5000 shops. The fourth operator in terms of size is the Rewe group, which possesses approx. 3,500 Penny and XXL Mega Discount shops. Jeromino Martins is owner of the Biedronka chain (fifth place in Europe), which as of 2014 conducts sales through more than 2,500 outlets. Another example is the Dia and Minipreco chain, which possesses more than 4,500 shops, but in 2014 the chain sales volume was significantly lower than in the five abovementioned chains. (Jeronimo Martins z Biedronką… 2015) The Biedronka chain is the fifth discount chain in terms of size in Europe. All its outlets are located on the territory of Poland. The remaining three discount chains present in Poland constitute only a part of a European chain. In this respect, the most important among them is Netto, which has almost 25% of all its European shops (Table 2 ) located on the territory of Poland. At the same time, it needs to be stressed that discount stores share of the market in Poland amounts to approx. 24%, whereas in France, for example, it amounts to 14%, and in Belgium -19%. This market segment is most highly developed in Germany (44%) (Momot 2016: 15) .
The Biedronka chain -growth in Poland and Warsaw
The Biedronka chain dates back to the 1980s. In 1987, the Elektromis company was founded (a network of food wholesale shops), which then was transformed into the Eurocash chain in 1993. Two years later, the first Biedronka stores were separated from the chain mentioned above. In 1995, the Eurocash chain was taken over by Jeronimo Martins and two years later the same company also took over the Biedronka chain. The Jeronimo Martins company has also taken over other discount stores in Poland, transforming them into part of the Biedronka chain. The above is exemplified by the fact that the company took over ca. 200 PlusDiscount chain stores in 2007, and ca. 40 TiP Discount stores in 1999. Currently, the Biedronka chain has ca. 2,500 stores at its disposal all over Poland.
More than 100 Biedronka stores are located in Warsaw alone. The first store of those mentioned above was established back in 1996, in Warsaw's Mokotów District. Initially, the chain's development was very slow. The stores were usually established in smaller towns, and in the suburbs of large cities. Thus, up until the year 2000, only 8 shops of this type were opened in Warsaw (Figure 1 ). These stores were located in the suburbs, using existing commercial infrastructure located within residential areas. Some of them were also placed in an individual detached building, with a bright yellow colour scheme. Another decade brought a slight acceleration in the process of development of the Biedronka chain in Warsaw. Up until 2010, another 31 stores were established. An interesting change of direction is seen as the shops began to enter the city centre (Warsaw Śródmieście [Midtown]), and richer districts (Praga Południe), however not one store existed in the Żoliborz district (central, richer district, with good PR), nor in Rembertów (suburbs, large density of detached houses). Nor were any new stores being created in the Mokotów district.
The true boom for the chain, in the Warsaw area, was recorded after 2010. By 2014, 61 new stores had been established, which made 99 stores in total 2 , dating from the moment when the brand made its presence known in Warsaw (Figures 1, 2) . This means that 66% of all stores in Warsaw were established after 2010 in a short period of 4 years. The very intensive development of the Biedronka chain meant that stores are present in all parts of the city, including Mokotów and Żoliborz (Table 3 and Figure 3 ). The largest number of stores is located in the Praga Południe district. This is a densely populated area, associated with a richer community, which may be interpreted as being in contradiction to the target customers of the Biedronka brand which is usually associated with the poorer part of society, giving attention to the prices of goods and not having high expectations concerning the quality of products. The intensive growth in the number of discount stores has coincided with a change in the strategy adopted by the chain, which will be discussed in the following section.
2
At the moment when the research was finalised, only one Biedronka store was located at a train station (Dworzec Wschodni / Warsaw East). At the beginning of 2015 another shop was opened, located in the building of the Warszawa Centralna (Warsaw Central) train station. 
Spatial and architectural context
Most of the shops of the Biedronka chain in Warsaw are located close to multi-family residential buildings (57.6%) (Photos 1,2). This type of location is not surprising, since such neighbourhoods provide a vast group of customers. Almost 20% of the Biedronka stores are located close to mixed and single-family residential areas. The location of the remaining stores is also of some interest, since 19% of those stores are placed in residential-commercial areas, one is placed within a commercial park, and one is located within an office park. Initially, the Biedronka stores used existing malls located within estates composed of blocks of prefabricated housing. Some Biedronka shops appeared as a result of the takeover of MarcPol shops (7 examples in Warsaw). Some of the shops also opened in new detached one floor bright yellow buildings of individual design and with pitched roofs. Now, 46.5% of the shops are placed in detached buildings, while 17.2% of them are located in existing malls. Biedronka chain stores are also being located in new buildings and within ground floors in housing estate areas (also in apartment buildings). This group of stores constitutes 26.3% of all of the stores located in Warsaw. A new type of location for Biedronka stores may be noted in recent years -office buildings. So far seven shops (7%) have been placed in the ground floor areas of office buildings. The railway station is yet another location where Biedronka stores are established. Until 2014, only a single Biedronka store existed in such a location (Dworzec Wschodni -Warsaw East station, Photo 3). In 2015, a Biedronka was opened in the Central Train Station in Warsaw. What is worth noting is the new, subdued logo of the shop (Photo 4). This is certainly a new trend in locating commercial outlets. As part of this trend, one can note an increased significance of train stations, which have undergone numerous changes in recent years in Poland. Train station facilities are subject to renovation and alteration works, while new functions, including commercial ones, correspond with the changing needs of passengers. The Biedronka shops may also be encountered at other Polish train stations -in Kraków, Poznań and Wrocław.
Biedronka stores often operate in the vicinity of other self-service stores of the same or other profiles. The above is exemplified by the nearby stores belonging to the Rossmann, Top Market, Lidl, MarcPol and Alma chains.
The Biedronka chain in the Central area of the city
The location of a discount store within the suburban area within a big city or residential district is not as surprising as the presence of such a store in the central part of a city often defined as historic. In the case of Warsaw, 30 shops are located in the central area (30.3% of all Biedronka stores in the city), including 7 shops located solely in the Śródmieście (Midtown) district. Almost 50% of those shops were established in 2013 and 2014. Two other locations will also be discussed -ul. Nowy Świat (Royal Route) and ul. Bonifraterska (near Warsaw Old Town). What might be surprising is the location of a Biedronka shop in the immediate vicinity of a casino (Photo 5)
Market Context
Biedronka stores have been established in Poland as discount stores, in the classic meaning of this word (hard discount -see: Retail Chain and Retail Activities). The peculiar feature of those stores was that they were usually located in small and medium-sized towns or in the suburbs of large cities. The basic principle of operation of such shops is a low pricing strategy, coupled with a limited range of products and a limited customer service. Up until 2010, the growth of the chain in Warsaw proceeded at a modest pace, slowly entering the central districts of the city.
Rapid development of the chain after 2011 was, on the one hand, related to a change in shopping habits as people began to take note of prices, looking for cheaper goods. However, we may also assume that customers also began to take an interest in Biedronka shops at least in part due to some political events taking place in Poland. In March 2011, a well-known Polish politician referred to Biedronka stores, defining them as those used by the poorest members of society, when he was criticising the government for increasing the price of food in Poland. The above statements were widely referred to in the media and on the Internet. Some people, as a sign of protest, began to do their shopping in Biedronka stores, showing that the richer members of the society are also eager to do so. This situation also caused a reaction in the Biedronka chain (see Table 4 ). At the same time the owner of the Biedronka chain made a decision to carry out a rebranding process (Codes 2012). The aim of this process was to change the way the brand was perceived, and to develop the brand -both qualitatively and quantitatively. Biedronka stores began to operate with a new logo. The interior design of the stores, and the way in which the goods are presented, have also been changed (Table 4) . On one hand, the aesthetics have been taken care of (since the stores began to look clean) and the Euro-pallets have been replaced with store-furniture, vegetables and fruits were better presented, flowers were planted at the shop entrances. Biedronka stores began to appear in better and more prestigious locations. Moreover, the chain introduced the option of payment by debit card and using mobile phone NFC technology (the first chain in Poland). The range of services has been widened, as now the store also offers pre-paid SIM cards for mobile phones. The product range itself has also been reshaped and transformed significantly. Even though the low-price strategy still remains the main marketing tool, more focus has been given to brands with an established position on the market, as opposed to the own brands promoted by the chain. The customer can even acquire premium brand products (food and non-food), alcohol and some luxury goods. This is a change that was aimed at attracting new customers who previously could not find suitable goods in the product range offered by discount stores. The Biedronka brand expanded its activities, becoming a sponsor of the Polish soccer team, organising contests for customers with prizes coming in the form of the premium brand products or large money prizes (with a Vespa scooter, Volkswagen car or 100 thousand zlotys prize in a contest about a fairy-tale for children). Some changes of this kind (rebranding) may also be noticed in the Lidl chain -a change in the range of products, the stocking of products made by well-known brands, including those which are regarded as luxury, or the introduction of natural products or products connected with healthy eating habits. The difference between the changes introduced in the two chains lies in the location of the Biedronka chain shops in city centres and historic locations (Royal Route and its surroundings), which is not the case with the Lidl chain. Moreover, in the case of the Lidl chain the facility (building) itself has the most classic form (singlestorey building with characteristic sloping roof and distinctive logotype). In contrast to the other three discount chains in Poland, the shops of the Biedronka chain more frequently possess a modern, neutral appearance. Shops located in historic places in the city are especially interesting from this point of view. Such a location requires the consent of conservation officers as well as the adaptation of the shop appearance to their guidelines, including adaptation of the shop logotype to the character of the area. An example of this is not only the Biedronka shop at Nowy Świat in Warsaw, but also that in the Spiski Palace in Kraków. Additionally, as opposed to the Lidl chain, the Biedronka chain shops are located in the ground floors of residential buildings, including those currently being built. The most striking example of this in Warsaw is the location of two Biedronka shops within the area of Miasteczko Wilanów, a residential complex currently regarded as one of the most prestigious in the Polish capital city. The changes listed above lead us to make the statement that the Biedronka chain has ceased to exist as a discount chain, in the conventional meaning of the term. The stores still retain some of the features of a discount store, however to a large extent they now resemble a classic supermarket or even a delicatessen (Table 5) . Similar changes may also be noticed in the Lidl discount chain, however, as has been mentioned, they do not concern all aspects identified in the case of the Biedronka chain. In the remaining two discount chains present in Poland (Netto, Aldi) such changes are not noticeable. 
Discussion
The Biedronka store chain is the largest discount chain in Poland. It has shown dynamic development in Warsaw, particularly after 2011. This chain is present in each district of the city, with a density of 1 shop per 5 square kilometres of the city area. When it comes to location, the stores are very visible. On one hand they are located in the central parts of Warsaw (also in prestigious districts, including Mokotów or Żoliborz), while on the other, they are also being erected among modern residential buildings in the neighbourhood of other service-providing companies.
The location model of Biedronka can fulfil clients' needs, and is related not only to the overall increase in quality. As E. Jaska (2014: 80) shows, for 20% of Biedronka's clients the location of a store is a very important factor. In addition to this, 80% of the inhabitants of Warsaw do grocery shopping in discounts and hypermarkets, and the most important factor in choosing a place to shop is location with respect to work place or residence (Dwojka, Wasilewska, Jędrak & Michnikowska 2015: 8; Hart, Stachor, Rafiq & Laing 2014: 9) . The variety of locations of Biedronka shops can match the needs of clients. The location of stores in the city centre is also related to the evaluation of the central districts (Śródmieście, Wola, Ochota, Mokotów, Żoliborza, Praga Północ, Praga Południe) as the most attractive districts for shopping and commerce (Dwojka et al. 2015) .
The evolution of the chain is also related to the architectural image of the shops, since initially the detached stores required a bright-yellow mall with a simple form, while currently these shops look more modern (e.g. with the application of glass). The range of products on offer in Biedronka shops includes both premium products of well known brands, as well as their cheaper counterparts offered under the Biedronka brand. It seems that the chain is still expecting to grow, while the sight of a discount store in the city centre will not surprise people anymore, becoming part of the existing commercial structure of the city, filling in the gaps of current product ranges on offer on the market. For some, the Biedronka store may be a place to do everyday shopping, while for others it is a place where they may acquire essential products at a work location or at any other location in the city where a store is located "en route".
The rebranding process which has taken place in the Biedronka chain is convergent with the rebranding guidelines, and the location strategy of the Biedronka chain could only increase the efficiency of the process (Kall 2001) . The changes which have taken place in the chain are related to changing lifestyles and create a new image of the brand (Filipek 2012) . The Biedronka chain, due to observations of new trends in technology, lifestyle and nutrition, has won new groups of clients by differentiating the product range and adjusting the architectural image to the aspirations of clients and the environment, which, as indicated by A. Kochaniec 2005 and G. Urbanek 2002 , constitutes a method of reinforcing the brand on the market. Some of the abovementioned changes were also initiated by the Lidl discount chain.
The changes made in the Biedronka chain are perceived positively by the clients (Jaska 2014) , however the brand may still need to evolve when it comes to its image and also within the scope of its corporate identity -e.g. by using a simple, new, single-colour logo as at the shop located at the Central Railway Station in Warsaw. Such action could have an impact on better integration of the Biedronka stores into the surrounding space. Maybe it could even attract new customers, previously pushed away by the "flamboyant" appearance of the shop windows and the large logo. A good signal with regard to the spatial and architectural changes of the city is the possibility, on the part of the investor, to adapt the shop's appearance to the requirements of the local spatial management plan or to the guidelines of the conservation officer. As a result, these Biedronka chain shops become part of the surrounding landscape, which is especially important in central parts of the city. Moreover, taking into account the fact that so far it is mainly new branches of banks which have appeared on the most important streets in Polish city centres, change constituted by the appearance of chain shops, including modern discount chains with a new image, may produce a positive effect in the form of taming the landscape and attracting users.
The appearance of the shops of the Biedronka chain, with a new image in central parts of the city, and also in neighbouring districts, to a certain degree also means a return to the idea of trade in the city. After a period when trade used to "leave" the city centre or was intensively concentrated in shopping centres and parks, the phenomenon described may become the harbinger of a new return of trade to the centre -new as a result of a new image, which is less traditional, adapted to the needs and behaviour of customers.
It is believed that the "biedronkisation" phenomenon also takes place in other cities, as indicated by examples presented in this article, especially referring to the appearance of shops in central places with a historic character or at train stations. Further (already initiated) research into the Biedronka chain in Łódź, Poznań, Kraków, Wrocław and the Tricity will provide a detailed characterisation of the "biedronkisation" phenomenon as well as the possibility of comparing it with the situation in Warsaw.
According to a recent report by Maison&Partners (Biedronka miażdży konkurencję… 2017), more than 60% of Poles do their everyday shopping in the Biedronka chain, and according to half of respondents, it is precisely shops of this chain that offer the lowest prices in their area. In this respect, the assessment of the competing chain (Lidl) is much worse, as this chain was mentioned by as little as 8% of respondents. Further development of the Biedronka chain will continue as a result of changes in the retail trade and the changed expectations of customers. Assuming further weakening of the significance of hypermarkets in Poland and a growing need for shopping near to residential locations, changing the shops of the Biedronka chain will provide a good answer to the changing situation and needs of customers, even if these prove to be more and more "refined" (healthy food, healthy food for consumption on-site or a café).
